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as possible, because it turns the dil 
into a mushy mass of sauced dough. If 
you must use the steam table, try to 
use it only during peak hours. Don't 
let the pasta sit there cooking and 
cooking all day. Pasta treated in this 
way not only tastes terrible, it invites 
the breeding of bacteria as well. Dur- 
ing off-peak hours, try reheating pasta 
orders in the oven, or to order on the 
stove. Don't use the same pasta that ' 
sat in a bain-marie for three or four 
hours during lunch again for dinner. 

I would only make a limited amount 
of pasta for lunch and dinner. When 
you run out— that's it. This will ensure 
freshness and your integrity. It will 
also encourage the customer to come 
earlier— before you run out. Demand 
creates a mystique around a dish (just 
don't run out too early in the evening, 
or at Junch-that's improper planning). 
Pizza.retains top billng in a pizzeria, 
which is why you can afford to make 
your pasta limited and very special. 
You can and should run out of pasta, 
but you should Inever run put of dough! 

If you :are :ffinKhg of adding a pasta 
or two to your pizza menu, try to keep 
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t^^simple. Draw from the ingredients 
you already have in the store, and 
make them special. That doesn't mean 
avant garde and trendy. Customers 
characteristically are drawn to some- 
thing they are already familiar with. 
If you make an incredible version of a 
classic pasta dish— the old-fashioned 
way— your clientele will be grateful. O 



Considered one of the nation's leading 
authorities on pizza, Evelyne SLomon 
has been' making, pizza, eating pizza, 
talking about pizza, writing about piz- 
za, and teaching others how to create 
pizza for 20 years. She is the author of 
The Pizza Book, and is a consultant 
and lecturer for the pizza industry. 



families. The partnership lasted 
years. 

Papa is now retired, his sons own 
two successful Italian restaurants. 
There's no telling when he'll pop in to 
make sure that the restaurants are 
run to his satisfaction. Papa has al- 
v . ways been there for us; we just want 
to say thanks for all you have done 
and continue to do. Love you Papa. 
Joe Bruhetto 

Marechiaro's Italian Restaurant 
, El Cajon, California 

Friend & Boss 

My Dad, my friend, my "boss." My 
fathers business is 36 years old and 
I've worked alongside him for 24 years; 
I am 32 now. He has been a boss and 
friend to every employee. He is there 
when they're down. He has many sto- 
ries, from a tiny one-room restaurant to 
a now two dining room wonderful res- 
taurant [We are] proud of our family 
name. 

Virginia Savastino 

Luigi's Restaurant 

Syracuse, New York 

Daddy's Darling 

My father allows me to help him 
with his pizza parlor! One time I 
helped him and two other employees 
make 100 pizzas for a carnival. You 



Paige, Al, Melissa and Molly O'Brien. 

should have seen how much flour was 
on us!! I want to thank him because he 
treats me like an adult and trusts me 
to help him. Thank you Dad! 

Molly O'Brien 

Mama's Take-N-Bake Pizza 

Twain Harte, California 

Pure Of Heart 

I can remember the day at our res- 
taurant when I was called to help the 
pizza makers during an extremely busy 
night. People were waiting in line for 
the dining room tables and pick-up 
service; tension was very high and we 


knew we just were going to be on edge 
and mistake prone. 

My father then decided to walk to 
the pizza work area with all the com- 
motion, holding his head as if he were 
going to faint and cry and quietly said 
in his heavy Italian accent, "Pleasa, 
Nicky. No more pizza." It was what we 
needed, eveiyone laughed, my mother 
hysterically. Here was my dad, a grown 
man, begging us to not take nor make 
any more pizza orders. 



Guy Scalise always seems to know the 
right thing to say. 

My father has a way of saying the 
right funny thing at the right time to 
help break the ice. My father has al- 
ways been a role model of honesty, 
hard work, unselfishness. He is loved 
by all our customers because he has 
the most priceless gift ... a pure heart. 
It is to him that I owe my success in 
life and in the pizza industry. Dad, I 
love you just as you are. 

Nick Scalise 

Juliano's 

McKees Rocks, Pennsylvania . 

Pizza Partner 

Our family opened a pizzeria three 
years ago in Joliet, Illinois; Mike's Piz- 
za we called it. We have a very dyna- 
mite recipe and decided to go for it. 
Dad was always there from the start. 
At first he financed the operation, get- 
ting me going; next thing you know he 
would drive from Indiana every single 
weekend coming down to help with de- 
liveries, flipping pies, just whatever. 
. Mind you, we were not in a very good 
neighborhood at all, still he was there 
delivering, pitching in. He works as a 
laboratory foreman at Amoco Chem- 
icals in Indiana Monday through Fri- 

, (Continued on page 50) 
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WINDOW MOUNTED SIGN 


Your .~~ 



Highly, visible, 
lightweight and durable 

Attaches to any vehicles 
passenger-side window 
in seconds. 

Clear, space-age plastic 
bracket allows unob- 
structed viewing through 
window while 2 high 
quality suction cups pro- , 
vide safe and stable 
support. 

Dimensions are 9" x 24" 
for the 2 side panels and 
9" x 12" for the back 
panel. 

Professional silk screen- 
ing with exact color and 
logo duplication available. 
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daily sales by increasing your ticket 
average. Next, it increases your daily 
profit. Third— and most important of 
. all— it can create a better pizza-eating 
experience for your customer— which, 
. ultimately, creates a more loyal cus- 
tomer. 

TIP #10: Create a standard phone 
script for all order-taking employees 
to use. Other than the opening and 
closing lines, the script is basically a 
series of questions which lead the cus- 
tomer through the conversation. When 
properly constructed, a basic script 
can be used verbatim for four out of 
five customers. Occasional deviations 
are necessary to accommodate new cus- 
tomers who ask questions. Some op- 
erators are reluctant to use a script 
because they believe that it sounds 
"canned." In fact, however, once a per- 
son is familiar with the script (which 
■ : . only takes using it 10 to 15 times), the 
order-taker actually sounds more flu- 
ent and natural than when ad libbing. 
With employees, the initial objection 
to using a script is that it feels awk- 
ward. To a certain, extent, this prob- 
' lem can be mitigated by constructing 
a script with natural-sounding word- 
ing. However, the main reason for the 
problem is that everyone uses differ- 
ent phraseology in conversation; hence, 
. every script feels awkward because it 
.doesn't use the same wording that each 
individual is accustomed to using. The 
only way to deal with this objection is 
. to ignore it, and require everyone to 
use the script word-for-word. Amazing- 
ly, after a person has used it for one 
full shift, they incorporate the word- 
ing into their speaking repertoire and 
no longer feel awkward using it 

A standard script is the foundation 
for an effective, successful phone sell-. 
I ing program. It should be neatly typed 
I (preferably typeset), and posted in a 
visible location by each phone. 
. In conclusion, by using a well-re- 
searched, wellwritten script— along 
with incorporating the above tips into 
the phone conversation— you will mini- 
mize mistakes, reduce customer frus- 
trations, raise sales, increase profits, 
and build greater customer loyalty by 
providing them a happier pizza-order- 
ing and pizza-eating experience. It's 
truly amazing what can be accomplish- 
ed in just 60 seconds of properly con- 
ducted conversation. 9 
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fohn Correll has 30 years of restaurant 
and pkza industry experience, as an en- 
trepreneur, vice president of develop- 
ment for. a major pizza chain, author, 
manager, educator, consultant,, and 
training director. As President of 
John Correll Consulting, he specializes 
in seminars, manuals, and concept and 
systems development For more infor- 
mation, see the "Consultants" listing 
in this issue's "Resources" section. 



SIGNS 

LIGHT UP YOUR SALES 


NEON LOOK-A-LIKE 
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13" x 24" sign with -OPEN in red, and 
your choice of blue, green, yellow or 
white for the border, with flashing or 
steady lighting. Signs can be hung 
from ceiling, mounted on wall, or set 
on countertop. Priced to sell— 
$7995 

Shipping included 
9 Different sizes slightly higher. 
POINT OF 
PURCHASE SIGNAGE 
HAVE YOUR MESSAGE Jk 
. SCREEN PRINTED ON 
SELF ADHESIVE MYLAR FILM. 
-CALL FOR DETAILS- 



CAR TOP SIGNS 



"TWO SIDED SIGN" (CTSIII) 

*Ca// for availability of factory seconds 
on our stackable sign. 
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